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‘ITRICKY BIRTH ANNOUNCE- 
MENTS have been very scarce for 
some time past. But now we have 
one which is really tricky. 


Once a month this reporter goes 
through the stack of house maga- 


zines received during the previous 


thirty days. In this month’s stack 
we found that the girls had care- 
fully filed a new house magazine 
entitled “Turley Times.” It was 
dated March 8th and bore the index 
Volume 1, Number 5. We were in- 
trigued with the two blocks in the 
masthead. One read “Final” and 
the other, “Publication Suspended 
for Duration.” 


It required more than _ several 
glances to discover that this wasn’t 
a house magazine at all... but an 
announcement of the arrival of a 
fifth child (a girl) in the home of 
the effervescent Lee Turley of the 
Nekoosa-Edwards Paper Company, 
Port Edwards, Wisconsin. 


It is a fine job throughout with 
plenty of small articles, special fea- 
tures, candid camera shots, etc. The 
copy is in typical Turley style. 


iA PURCHASING AGENT who 
requested a supply house to send 
him a new catalogue received this 
reply: 


“The only part of our catalogue 
we are still certain about is the line 
that says, ‘Est. in 1885.’ All other in- 
formation and prices have been 
withdrawn.” 


From the house magazine “Con- 
voys” issued by Cupples-Hess Cor- 
poration, St. Louis, Missouri. 


SHORT NOTES OF INTEREST 


The War Production Board has 
announced that there will probably 
be no further curtailment of com- 
mercial printing papers during the 
second quarter of 1944. That is, 
the commercial printer will still be 
limited to 75%. This confirms a 
previous REPORTER prediction. 
However, we still urge all paper 
users to practice intelligent conser- 
vation. Such conservation may pre- 
vent any further restrictions. 
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It will be a big day in Washing- 
ton on April 17, 1944. On that day 
. after nearly two years delay 

. thirty defendants will be brought 
to trial charged with sedition. It 
will be one of the biggest and most 
complicated trials in U S history. 
When you read newspaper stories 


. about it, remember that most of the 


thirty people being tried were in- 
volved in the misuse of the mail and 
in the franking scandal exposed in 
the pages of THE REPORTER 
starting with the first blast in May 
of 1940. We may have more news 
about it next month. 


+ * * 


If you want to spend an eve- 
ning with some humorous read- 
ing do these two things. (1) Write 
to the Superintendent of Documents 
and secure a copy of the Congres- 
sional Record for Thursday, March 
9, 1944. Turn to page 2466 and read 
the speech by Congressman Dies, 
in which he tries to discredit the 
author of “Undercover” and various 
other individuals who have exposed 
the disruptionist elements in the 
United States. (2) Write to Destiny 
Magazine, Haverhill, Massachusetts, 
and get a copy of the March issue. 
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You will find a three page article 
attacking THIS REPORTER ... 
together with a miscellaneous as- 
sortment of other articles showing 
how bad we really are. 


We will not attempt to answer the 
attack, so long as the editor of 
Destiny sticks to his premise that 
“Democracy is doomed.” 


_|MEMO TO PARENTS AND 
FRIENDS OF SERVICE MEN. Be- 
fore a service man goes overseas, 
he should be told not to expect mail 
from home for quite some time. 
We cannot understand why the mili- 
tary services do not give the de- 
parting boys a clear explanation of 
the mail handling problem. Many 
of the boys go for months without 
receiving a letter from home... 
and their morale is considerably 
lowered. If they understood the 
problems, there wouldn’t be any 
cause for worry. 


The Post Office is performing a 
marvelous job, but they cannot cre- 
ate miracles. Each departing soldier 
is assigned a temporary A.P.O. num- 
ber. Unless the final destination is 
known in advance, the Post Office 
cannot forward the mail until the 
final destination address has been 
received. In the case of service men 
who are assigned to filler or re- 
placement units, several months may 
elapse before the Post Office in San 
Francisco or New York has received 
the permanent A.P.O. number. In 
the meantime, the service man be- 
gins to believe that his family has 
deserted him. 


Explain this system to all the 
service men you know. It will help 
to bolster their morale. 
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and POSTWAR 
PLANNING 


Business seeks through postwar planning 
to prevent serious depression at home, 
just as Government puts its international 
fences in order to avoid chaos following 


sudden military successes. And paper will 





play a large part in this postwar economy! 


Peace will end the man power shortage 





that causes today’s shortage of pulpwood 
and paper. Paper then will resume its full 
time job of building our business, minds, 
health and future . . . and will offer many 
new services and products developed dur- 
ing the war. Like our servicemen, paper 
will discard fighting togs immediately and 


get back to constructive civilian pursuits. | 
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THE CHAMPION PAPER AND FIBRE CO. Hamilton, Ohio 


MILLS AT HAMILTON, OHIO... CANTON, N. C. .. . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope Papers, 
Tablet Writing and Papeteries . . . 2,000,000 Pounds a Day 
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Report On A Survey 


QUESTION 1 


Approximately what percentage 
of the printing you buy is produced 
by letterpress ... offset ... com- 
bination of both? 


437 used various percentages of let- 
terpress, averaging 70.24% of 
the work of these concerns. 


378 used offset in various percent- 
ages, averaging 35.45% of their 
work, 


32 had combination jobs, averag- 
ing 20.47% of their work. 


58 letterpress users did no offset 
work. 


ul 


offset users did no letterpress. 


Ww 


concerns had nothing but com- 
bination jobs. 


The over-all average shows a di- 
vision of approximately 63% for let- 
terpress, 36% for offset and 1% for 
combination. 


270 letterpress users (62% of them) 
had from 75% to 100% done by this 
process. 


207 offset users (55% of them) did 
25% or less by offset; 33% did 10% 
or less of their work by offset. 


These figures, of course, represent 
only the condition of the moment. 
They do not show any trend. This 
will be indicated by the report on 
question 2. But they do indicate the 
importance offset has attained among 
printing buyers. It is illuminating to 
observe that 379 of the letterpress 
users, or 87%, do have some of their 
work done by offset. 


QUESTION 2 


Is this an increase or decrease, as 
compared with five years ago? 


92 concerns increased letterpress, 
averaging 35% of their work. 


200 concerns increased offset, aver- 
aging 3344% of their work, 


114 concerns decreased letterpress, 
averaging 27.6% of their work. 


34 concerns decreased offset, aver- 
aging 21.8% of their work. 


The per capita increases for letter- 
press and for offset were practically 
the same. But more than twice as 
many offset users reported such an 
increase. The per capita loss for let- 
terpress was about 6% greater than 
for offset. But that loss was among 
3% times as many users of letterpress 
as of offset. 


THE REPORTER 





EXPLANATION 


During November, 1943, THE 
REPORTER mailed a letter and 
a questionnaire (strictly formula) 
to 2500 advertisers, large and 
small. The list represented a good 
cross section of the users of Di- 
rect Mail. No producers were 
included. The survey was con- 
ducted at the request of a num- 
ber of people in the Graphic Arts 
field, who wanted to know “What’s 
Ahead.” 

We are now able to give you 
a summary of the results of the 
survey. : 

468 replies were received; an 
18.7 per cent return. Not all ques- 
tions were answered by every cor- 
respondent; hence, the sum of 
the percentages given in various 
divisions to a question may not 
total 100 per cent. Also, the num- 
ber of people answering divisions 
of questions necessarily overlap 
to some extent. 











These percentages refer only to the 
proportion of the users’ total printing. 
They cannot be taken as indicative 
of volume of printing done. 


QUESTION 3 


Approximately how much of this 
increase is due to normal growth, 
and how much to switching from 
one process to another? 


132 said normal growth, in vary- 
ing percentages that averaged 
out at 50.7% of their printing. 


118 switched an average of 41.8% 
of their work from letterpress 
to offset. 


26 switched an average of 31.2% 
from offset to letterpress. 


28% (37) of the first group attrib- 
uted all of their increase to 
normal growth. 


16.1% (19) of the second group 
switched wholly to offset. 


11.5% (3) of the third group switched 
wholly to letterpress. 


The first division of this question, 
and the second and third taken to- 
gether, seek to separate the two ma- 
jor reasons to account for the in- 
creases covered under question 2. The 
former shows that practically half of 


those increases were attributable to 
growth in business during the last 
five years, and may or may not have 
involved a change in reproduction 
process. 


The latter accounts for the other 
half of the increases as due to switch- 
ing from one process to another for 
reasons involved in the _ processes 
themselves. This is evidenced by the 
fact that the number answering the 
first division (132) is very close to the 
total answering the two parts of the 
second division (14%). Also, in that 
the adjusted average of the total 
switching (40%) comes within about 
10% of the average due to growth. 
As all of the replies to question 3 
were, by their very nature, estimates 
to the best of the correspondent’s 
judgment, such a discrepancy is no 
more than to be expected. 


It is worthy of particular attention 
that 4% times as many concerns 
changed to offset as those changing 
to letterpress, and that the average 
percentage of change was 1% greater. 


QUESTION 4 


What is the average length of 
your runs? 


400 letterpress users reported. 
318 offset users reported. 


Runs of 30,000 and less accounted 
for three-quarters of those reporting, 
for both processes. 


55.5% of the letterpress users have 
runs of 15,000 or less. 


58.5% of the offset users have runs 
of 15,000 or less. 


16.7% of the letterpress users have 
runs of less than 5,000. 


29.7% of the offset users have runs 
of less than 5,000. 


10.5% of the letterpress users have 
runs of 100,000 or more. 


14.5% of the offset users have runs 
of 100,000 or more. 


15.5% of the letterpress users have 
runs between 30,000 and 
100,000. 


12.5% of the offset users have runs 
between 30,000 and 100,000— 
and these are practically all 
less than 55,000. 


The differences between the two 
processes are not striking enough to 
indicate that size of run is a major 
factor in the choice. 


Offset shows a greater utility in the 
very small and the quite sizable runs. 
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Letterpress has a very slight edge 
on offset in the runs of between 30,000 
and 100,000. 


QUESTION 5 


Approximately what percentage 
of your offset lithography can be 
done in forms 22x29 or smaller? 
Larger forms? What sizes? 


238 said an average of 80.6% of 
their work can be done in forms 
22 x 29 or smaller. 


127 of these (53.3%) said all of 
their work could be so handled. 


93 others (than the 238) estimated 
that an average of 69.4% of 
their work would require larg- 
er forms. Only 15 of these said 
all of their work was too large 
for a 22 x 29 press. 


Therefore, an average of 31.6% of 
the work of these 93 correspondents 
could be handled on the smaller 
presses, This cannot be added to the 
89.6% of the previously mentioned 
238, because of overlapping. 


However, these figures are conclu- 
sive evidence of the adequacy of off- 
set presses 22 x 29 and less for more 
than four-fifths of the offset work to 
be done. 


Furthermore, of the various press 
sizes suggested as desirable, the only 
ones receiving more than three votes 
were 25 x 38, 38 x 50, and 35 x 45, and 
of these the first had the most calls 
(10). 


QUESTION 6 


What percentage of your letter- 
press printing is in black-and- 
white? ... multi-color? ... 3- or 
4-color process? 


This was answered by 398 concerns. 


49 did nothing but black-and- 
white. 


35 did nothing but multi-color. 
2 did nothing but process color. 


The remaining 312 divided their 
work between the three classes, giv- 
ing various percentages to each, but 
averaging out as follows: 


black-and-white 47.2% 
multi-color 45.5% 
process color 7.3% 


QUESTION 7 


What percentage of your offset 
lithography is in black-and-white? 
. « « multi-color? ... 3- or 4-color 
process? 

This was answered by 362 concerns. 


107 did nothing but black-and- 
white. 
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55 did nothing but multi-color. 
8 did nothing but process color. 


The remaining 192 divided their 
work between the three classes, giv- 
ing various percentages to each, but 
averaging out as follows: 


black-and-white 46.3% 
multi-color 43.6% 
process color 10.1% 


Comparing the results of questions 
6 and 7, the similarity in the break- 
down between letterpress and offset 
users is remarkable. Offset buyers 
seem to give somewhat more atten- 
tion to process work than letterpress 
buyers do. Not only is the percentage 
of offset work devoted to process 
higher than that of letterpress work, 
but more concerns confine themselves 
to this class of job. 


QUESTION 8 


When the war is over, will you 
need new printed promotion mate- 
rial immediately? 


307 said “yes’’. 


203 plan to use material now on 
hand. Some of these, of course, 
are included in the first group. 
Naturally, wherever possible 
usable material will be em- 
ployed so long as it lasts. That 
it will not be adequate long for 
postwar requirements is _ indi- 
eated by the superiority of the 
first figure. Several concerns 
never carry printed matter over 
from season to season, and will 
need everything new. 


QUESTION 9 


Will you use more or less promo- 
tion material than now? 


376 said “more’’, 
8 said “less’’. 


This is so overwhelming as to be 
practically unanimous. Postwar plans 
unquestionably are plans for expan- 
sion ... not “business as usual.” 


QUESTION 10 


Will you use more elaborate or 
more economical pieces? 


209 said ‘“‘more elaborate’’. 
51 said “more economical’. 


This is another evidence of postwar 
expansion, implying an increase in 
quality as well as quantity. It sug- 
gests the probability of a step-up in 
color work and artwork, in both of 
which offset can offer definite ad- 
vantages. 


This all sums up as: 


new printing 
more printing 
more elaborate printing 


as soon as the war ends. 


In terms of answers to the pre- 
ceding questions, these points mean: 


1. ...a large increase in letter- 
press printing. 


2....a large increase in offset 
lithography, which is pro- 
gressing at a more rapid 
rate than letterpress is. 


3. ... the ability of presses 22 x 29 
or smaller being able to 
handle more than 80% of 
the work to be done. 


Reporter’s Final Note: The fig- 
ures given above may mean differ- 
ent things to different people. We 
won’t attempt to give any further 
analysis of them. However, the an- 
swers given to questions 9 and 10 
certainly justify predictions made 
by this reporter. The answers should 
also calm the fears of some of the 
people in the Graphic Arts business 
who believe that too much talk of 
conservation might hurt future 
quality and quantity. 


_|NEW LETTER BOOK. Just re- 
leased is a loose leaf 160 page ex- 
tended index book, entitled “Effec- 
tive ‘Y’ Letters, (How to Write 
Them—How to Use Them).” Spon- 
sored by Y.M.C.A. National Public 
Relations Committee and published 
by the Association Press, 347 Madi- 
son Avenue, New York. 


It is a fine book and an outgrowth 
of a seminar held in Chicago during 
1943 for “Y” secretaries. The semi- 
nar was conducted by Homer Buck- 
ley of Buckley, Dement & Company, 
Chicago. The book itself was edited 
by Homer Buckley and his associ- 
ates. It is an excellent job through- 
out. We like best the section de- 
voted to criticizing and correcting 
ineffective letters. Even though the 
book is written for Y.M.C.A. secre- 
taries it should prove valuable to 
association and club officers in many 
classifications. The single price is 
$2.50. Quantities from six on up can 
be obtained at prices ranging from 
$1.40 to $2.00 each. 
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JACK BIRD SAYS: 
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JACK BIRD, Art Director 
Dick1E-RAYMOND, INc. 
Specialists in Direct Advertising 
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“. . . for designing types that fit so well 
into direct advertising...that suit the char- 
acter of the message and the art that goes 
with it, whether the mood of the matter “~~ ~““S> ~ > 
be light-vein or sober-serious. Special 
thanks for Lydian, which makes such good 
company for so many things. And a hearty 


hosanna for Brush...hand-lettering in type. 





STENCIL 
Srushk 


BALLOON EXTRA BOLD 
Bernhard Modern Bold 
Spartan Black 


semeuwtan 
Have you a copy of the ATF Red 


T Y PE KF q> UN ay E R & Book of types? If not, send for one on 


@ e fe’ aT c your letterhead. Also, single page spec- 
, 200 El A Elizabeth B, N imens including complete alphabets 
ne Sn, Se ow suunay of the above and other ATF faces. 


THIS ADVERTISEMENT IS SET 
IN BRUSH, ULTRA BODONI, 
BODON! BOOK, AND BODONI. 


For a good dose of selling in easy-to-take 
style, ATF has a wealth of unbeatable faces 
eld feel lost without ’em.” 























HOW TO IMPROVE 





FIRST: Read aloud very care- 
fully and slowly, word for word, the 
following short essay written by 
Gelett Burgess. It originally ap- 
peared in the December 1941 issue 
of the ChapBook, organ of the Col- 
lege English Association. 


Short Words Are Words of Might 


This is a plea for the use of more 
short words in our talk and in what 
we write. Through the lack of them 
our speech is apt to grow stale and 
weak, and it may be, hold more 
sham than true thought. For long 
words at times tend to hide or blur 
what one says. 


What I mean is this: If we use 
long words too much, we are apt to 
talk in ruts and use the same old, 
worn ways of speech. This tends 
to make what we say dull, with no 
force or sting. But if we use short 
words, we have to say real things, 
things we know; and say them in 
a fresh way. We find it hard to 
hint or dodge or hide or hnalf say 
things. 


For short words are bold. They 
say just what they mean. They 
do not leave you in doubt. They 
are clear and short, like signs cut 
in a rock. 


And so, if you would learn to use 
words with force and skill, it is well 
first to use short words as much as 
you can. It will make your speech 
crisp and give zest and tang to 
what you say or write.... 


But though I would not strain my 
point and fix too straight a test, 
you will find more than a few old 
songs that move us in which most 
of the words are short. Could you 
say with long words what Burns 
says so well, “A man’s a man for 
a’ that”? Could you get more heart 
in the line, “There’s no place like 
home”? Think of the lines that make 
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YOUR LETTER WRITING 


(Try this stunt*.. 


. seriously) 


you think, or dream, or weep. Are 
they not made of well known words? 


These small things are all blocks 
of the stuff of which the world is 
built. And so why swathe such 
facts in a maze of set speech forms 
too hard for the man in the street 
to grasp? Great minds do not fear 
to use plain speech. For, like those 
small bits of life and force, short 
words, too, are great. 


Long words have their use, of 
course. If you can say just what 
you mean in short words, those are 
the best words to use. But there 
are things that cannot be said in 
short words. Then it is well to use 
long words, of course; but strive to 
use as few as you can. Do not use 
a long or strange word when a 
short, well known word will do 
just as well. That is, if the main 
end you wish to be clear. ... 


The game of words is one that 
all can play. If you make words 
your friends you will have much 
more sport with speech. More folks 
will hark to what you say, too; for 
your talk will be more fresh and 
sure than the talk of those who do 
not think how they speak. Add 
new words to your speech all the 
time, and find good old words that 
are short. 


Each time I find a short word that 
I have not known, I feel glad. It 
is as if I have found a coin in the 
street; I long to use it. 


Short words are words of might. 


SECOND: By this time, you know 
that the essay contained words of 
one syllable only. Now get a 
pad and pencil and try to write a 
business letter (or any kind of let- 
ter) in short, clear words of one 
syllable. It may be difficult, but 
try. Keep on trying. Your letters 
will get better. 


*Idea for this stunt taken from bulletin 
of the American Business Writing Association, 
Urbana, Illinois, C. R. Anderson, secretary. 
If any readers of THE REPORTER develop 


some good specimens ... send them to us. 


|_}A NEW USE FOR USED MATCH 
BOOKS. One of our correspondents 
(who asks to remain anonymous) in 
writing to comment on our paper 
conservation crusade, makes the fol- 
lowing suggestion: 


May I respectfully invite attention 
to still another facet of this problem 
of paper conservation? Many of our 
wounded boys, hospitalized in this 
country, lack temporary full-use of 
their hands and fingers. In addition 
to medical and massage treatment, 
it has been found that the paralysis 
is being overcome through the exer- 
cise of the fingers in making simple 
articles out of Used Match Books— 
the paper being soft enough for man- 
ipulation, yet stiff enough to urge 
gentle exercise. 


So I wonder if you will want to ask 
your readers to share in a Thera- 
peutic Paper Conservation Campaign. 
Let each designate someone in his 
organization, as we have done, as 
Official Collector of Match Books. 
We set aside a large envelope carton, 
pasted a brief message and illustration 
of soldier, sailor and nurse thereon, 
and before you could say Jack Rob- 
inson hundreds and hundreds of cov- 
ers were accumulated. Collections, 
I am told, should be forwarded to 
VETERANS FACILITY, DIVISION 
OF OCCUPATIONAL =THERAPY, 
BATH, N. Y. 


The Reporter is glad to pass this 
Suggestion along. Appoint your 
“Official Collector of Match Books” 
immediately. 


'THE STORY OF WOOD PULP— 
what it is, how and where it is made, 
and what it is used for, in Peace 
and in War-—is told in a new illus- 
trated booklet “Wood Pulp ...A 
Basic American Industry” just re- 
leased by Oliver M. Porter, Execu- 
tive Director of the United States 
Pulp Producers Association, 122 
East 42nd Street, New York 17, 
N. Y. It tells in simple, non-techni- 
cal language the complicated pro- 
cesses by which a part of our vast 
forests is converted into products 
which serve the nation. 


Readers of The Reporter have 
heard ‘so much about “PULP” lately 
that the word may give them night- 
mares. But, seriously, you should 
know more about this most criti- 
cal material — without which this 
Direct Mail business couldn’t func- 
tion. So get your copy by writing 
to address given. 3 
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Seanetimes it is the nature of a craft to create an unbreakable tie between itself and the worker 
in that field, a heart attachment equal to lifetime devotion. One familiar example is PRINTING. 
Once editor, compositor, or pressman catches the spirit of the shop, the spell is seldom broken. Like 
the odor of a camp fire, or a whiff of salt air, the beloved tang of printer’s ink, symbolical of a great 
profession, gets into your heart and soul. Law books, text books, encyclopedias, magazines, and news- 
papers, all smack of it. It is an invisible link that binds all intelligence together. It is the stimulus for 
creation in business or romance. This craftsmanship, this devotion to service and alertness to business 
needs, has nourished and developed an enormous industrial vitality, and whichever way the course of 
the future runs, the printer will always find himself able to adapt his helpfulness to new opportunity. 


NOW AVAILABLE. Complete and comprehensive Guide Book public relations problem which can be aided by printed promotion. 
of Essential Wartime Printing and Lithography. 64 pages (8%" We shall be glad to obtain a copy for you . . . or write direct to 
x 11") of detailed description and information on every government Graphic Arts Victory Committee, 17 East 42nd St., New York City. 


HARRIS: SEYBOLD-: POTTER- COMPANY 


St @ie C6 82 SBS SB 5, Oo H It O a ae ee ee C7, aa ec. 


MANUFACTURERS OF OFFSET LITHOGRAPHIC « LETTERPRESS MANUFACTURERS OF PAPER CUTTERS AMD TRIMMERS *KNIFE 
AND GRAVURE PRINTING MACHINERY * © ¢ @¢ @ GRINDERS ¢ DIE PRESSES * WRIGHT DRILLS *MORRISON STITCHERS 

















AFTERMATH of the 


March 16, 1944 
My dear Henry: 


I read with interest your com- 
ments on paper waste in your Jan- 
uary issue as well as the opinions 
of some of your readers on said 
comments, and I was moved to write 
you a letter, which I did, but instead 
of mailing it to you, I decided to 
print it in “Advertising Highlights” 
and save three cents, and inciden- 
tally, some paper and an envelope. 
I am enclosing a proof of this let- 
ter along with galley proofs of some 
other material that the world is 
eagerly waiting to read in my March 
issue. 


You will note in the letter I wrote 
you that I charged you, too, with 
wasting paper, and loving you even 
as I do, I will not retract that state- 
ment. It was a sinful waste, for in 
the space you devoted to the repro- 
duction of the Container Corpora- 
tion advertisement, you could have 
pointed a finger at dozens—yes hun- 
dreds of advertisers who are wast- 
ing paper—many of them doing so 
merely to reduce their income tax. 


However, I believe that the great- 
est waste of paper can be traced 
to our patriotic, 100 per cent Ameri- 


we can call them—a name that was 
quite popular during the last war 
but has not been used much during 
this war. You remember it: SLACK- 
ER. But possibly a better name 
would be SHIRKER. They will pro- 
test that term—they will “point with 
pride” to what they have done to 
aid the war effort but they can be 
pinned down with the fact that their 
aid to the war effort has not been 
without profit and that they are ac- 
tually shirking the aid that calls for 
a sacrifice. | 


As I stated in the letter I have 
already written you, you will make 
a few enemies by this procedure, 
but you will make a heluva lot more 
friends —and friends of the right 
sort. 


However, Henry, we must be very 
careful not to stick our necks out. 
I seem to recall a line in the Book 
of Rules that goes something like 
this: “Let him without sin cast the 
first stone.” Let us first examine 
ourselves to see if we are guilty of 
wasting paper in some form or other 
or if we are shutting our eyes to 
a waste of paper in uses that we 
consider essential. We may con- 
sider that direct mail and advertis- 
ing space devoted to the subject of 


cans—the manufacturers who .Wave~ ~ Paper ;conservation is essential to 


turned their plants over to the ‘pro- 


duction of war material and who - 


must let the world know of their 
sacrifices through double page 
spreads in publications and paper 
consuming direct mail literature. 
You will note from the galley proofs 
enclosed that I am devoting a large 
percentage of the limited space in 
“Advertising Highlights” to this 
gentry. This tribe is not only wast- 
ing material vital to the war effort 
but they are jeopardizing advertis- 
ing’s future. 


What can we do to combat this 
waste of paper by these self-cen- 
tered braggarts? Only one thing. 
Hold them up to public scorn-—not 
as a group but as individuals. Point 
them out as Carlson and Winchell 
point out those engaged in un- 
American activities. There is a name 


the war effort, but let’s not give it 
a clean bill of sale until we have 


' checked carefully to learn whether 
this effort justifies ALL of the pa- 


per that is being used. The paper 


manufacturers, who should be in. 


the best position to know about the 
scarcity of paper, tell us in space- 
wasting publication ads and paper 
wasting direct mail that paper 


should be conserved, and disliking | 


as I do, to step on your toes, I must 
enquire if you sincerely believe the 
GAVC is carrying on its work with 
a minimum amount of paper. Per- 
sonally I haven’t seen any of its pub- 
licity or propaganda that I could 
not have redesigned to save space 
or paper without losing any effec- 
tiveness. They have been using the 
same _ attention-getting methods 
that have been used by advertisers 
for many, many years—big type, 
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pictures, plenty of white space. I 
wonder why it did not occur to these 
experts in advertising to plan a 
campaign that ties in with what 
they want to sell. A little booklet 
with a page size of several times 
larger than a postage stamp would 
probably capture more attention 
than the commonplace 8%” x11” 
size. I believe that it would cause 
a lot of curious people to put on 
their specs to read it. 


You tell me that you have been 
urged to participate in an open de- 
bate with some of the people who 
took exception to your views on 
paper waste. In my opinion an open 
debate on what constitutes a waste 
of paper would merely prove a 
waste of time, for debates and ar- 
guments seldom change anyone’s 
views. A debate on this particular 
subject would probably result in 
mud slinging between users of di- 
rect mail and users of publication 
space backed by the _ publishers 
themselves. 


Frankly, Henry, I think you’ve 
done a swell job, the kind of a job 
that I am continually trying to do—- 
needle a “rise” out of those whose 
sore spots I irritate. When I get 
a protest from a reader I know I 
have reached someone at whom I 
am shooting. 


I am afraid there isn’t anything 
in this letter that is worth printing 
but if there is, or if there is any- 
thing in the galley proofs enclosed 
you can print it as is or shape it to 
best suit your purpose for I am 


‘thoroughly convinced that you are 


sincere in your efforts to save pa- 
per. So am I. 


George L. Kinter 
(Advertising Highlights) 
209 Ninth Street 
Pittsburgh, Pennsylvania 


Reporter’s Note: Am _ printing 
George’s personal letter—just as re- 
ceived. It’s better than the editorial- 
letter he wrote. If you want to see 
that, you will have to ask George 
for a copy of his “Advertising High- 
lights.” 
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_|REPORT ON “GRAY WHISK- 
ERS.” 


Dear Henry: 


The following is an excerpt from 
a recent letter that came across my 
desk which I thought you might be 
interested in: 


“About eleven years ago I was in 
the Baby Chick Hatchery business. 
That was about the time I quit the 
business. As a baby chick hatchery 
operator, we bought boxes for the 
shipment of baby chicks. I have had 
no connection with the baby chick 
business for eleven years, yet a com- 
pany selling boxes for shipping baby 
chicks has continued to circularize 
me for sale of the boxes during the 
entire time. 


“T always threw the advertising in 
the waste paper box when it came, as 
I was not interested. This week when 
circular came from that company, I 
wrote on top of same to correct their 
mailing list as I was not interested 
in the baby chick business. I wonder 
how many other companies are using 
mailing lists which have gray whisk- 
ers on them.” 


Richard E. Kline, Promotion Mer. 
FORBES, 120 Fifth Avenue, 
New York 11, N. Y. 


Reporter’s Note: How many names 
on your list contain “gray whisk- 
ers?” 


‘CONSERVATION CALENDAR. 
No one at WPB can complain about 
the excellent conservation program 
being practiced by The Falk Cor- 
poration of Milwaukee, Wisconsin. 
We have just received samples of 
the Falk 1944 calendar. It is printed 
on a heavy sheet, measuring only 
4” x12”. All the dates for the entire 
year are printed on one side ... 
making this calendar a convenient 
check list for a year’s program. On 
the reverse side of the sheet is a 
condensed catalog, picturing and de- 
scribing (believe it or not) 21 major 
Falk products. 


In order to mail this small but 
lengthy calendar it was necessary 
to enclose a stiffener in the envelope, 
so the careful advertising manager 
of The Falk Corporation used the 
stiffener to carry a selling message 
about the calendar and The Falk 
Corporation services. 


We will give this a first prize of 
some kind or another for intelligent 
conservation, and we are tacking the 
all-on-one-sheet calendar on the 
wall beside our desk. 
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One month ctoser to home... 


Letters used to take six long weeks . . . anything 


might have happened at home—all he could do was 


worry! . . . Now letters come in twelve days, bring home 


a month closer... just because the people at home... 


use V-MAIL 


V-Mail flies, is the quickest way 
possible to get letters overseas to 
servicemen. A letter on the V-Mail 
form is photographed on a film 
strip. A single film carries hundreds 
of letters. A single plane carries 
thousands of film strips! At the 
process point nearest its destination, 
your letter is reproduced exactly as 
you wrote it, sealed and delivered, a 
private, personal communication 
. . . V-Mail goes as far in hours as 
ordinary mail on ships goes in days! 

The government offers this spe- 
cial service for the sole purpose of 


PITNEY-BOWES POSTAGE METER CO. 
2069 Pacific Street, Stamford, Conn. 


Originators of Metered Mail, world’s largest manufacturers of Postage Meters, 
which print postage for business mail ... now devoted to war production. 
































expediting mail to the armed forces 
overseas. Use V-Mail lest servicemen 
suffer from the lack of letters. Use 
V-Mail because it makes every letter 
you write mean more to the man 
who gets it sooner! 

The postoffice or your RFD 
carrier will supply V-Mail forms. 
Youcan buy them at your stationer’s. 
Or we will send six sample forms 
with our compliments. Address . . . 
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FEW 
NOTICE 


your clean 
windows.. 


SR 











ET often the difference in cost be- 

tween a flimsy letterhead and strong, 
brilliant-white, crisp-feeling, all-rag An- 
niversary Bond is no more than the 
cost of soap to keep your plant’s win- 
dows clean! 


Your letters, like your product, are the 
real “windows” through which the 
world sees your business. 

You spend dollars on what you write — 
but for only %¢ more, you can make 
those careful thoughts sparkle. Because 
chlorine (bleaching agent) has gone to 
war, papers made from anything but 
100% rags are losing color and bright- 
ness. (Have you looked at your letter- 
head lately?) The “feel” of all-rag 
Anniversary Bond is superior, too...the 
strong fibres of the cotton cuttings from 
which it is made weld themselves into a 
paper of strength and character, with 
outstanding opaqueness in any weight. 
Mail the coupon — see for yourself! 
Fox River PAPER CORPORATION 
404 South Appleton Street, Appleton, Wis. 
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, FREE Comparisen Kit : 
buss YOURS Visual proof, with sam- . 






Ele ples, that all-rag An- 
niversary Bond is the 0 
paper for you to sign— 

printed, lithographed or - 
engraved, Plezse request » 
on business letterhead g 
and give name of printer. : 
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THE BEST LETTERHEAD PAPER IS MAQE —™ 


Questioning 
Employees 


Here’s an interesting letter de- 
scribing the title above: 


Since shortly after Pear] Harbor 
the Fixible Company has been ex- 
clusively on war production on parts 
for the U. S. Navy’s lighter-than-air 
program, the U. S. Navy’s planes and 
the U. S. Army’s tanks and planes. 


In taking on this extensive pro- 
gram this company increased its num- 
ber of workers many times and there- 
by acquired the myriad of problems 
related to morale upkeep. 


One of the numerous things we have 
done to build up morale was to pub- 
lish a company magazine which is 
known as the “Flxible Clipperings.”’ 


It is a combination of 6 pages of 
standard material and 6 pages (8% x 


11) that are devoted to our own ma- 
terial. 


We have been publishing ‘“Flxible 
Clipperings” for the past 8 months 
and as this is our first attempt at 
publishing a company magazine we 
are endeavoring to determine the 
value of a publication of this type. 


We have canvassed the opinions 
of our employees with a question- 
naire entitled “Your Telling Us,” and 
the replies have been 98 per cent fa- 
vorable. 


William Sellner, Chief Statistician 
and Editor of the “Flxible Clip- 
perings,” The Flxible Company, 
Loudonville, Ohio. 


Reporter’s Note: In the past, 
we’ve been asked for good examples 
of questionnaires for employee 
house magazines. So we give you 
the Flxible specimen word for word. 
It’s a good one. File for further 
reference. 





Youre “/elling Hs! 


FLXIBLE CLIPPER-INGS QUESTIONNAIRE 


Flxible Clipper-ings is YOUR magazine published about YOU and for YOU 


and YOUR FAMILY. We want you to enjoy the magazine. So we are asking 
you for your opinicn and your comments. 


PLEASE CHECK YOUR ANSWERS, and send this questionnaire to the 
Flxible Clipper-ing’s Editor, via company mail. It is not necessary to sign this 
page. Write exactly what YOU think. We won’t know who wrote it, but we 
will know what some of the Flxible folks think of Flxible Clipper-ings. 


1. HOW MUCH OF THE MAGAZINE DO YOU READ? 


(Check one) 
( ) Practically everything 
( ) Maybe half 


( ) Not much or not at all 
( ) Just look at the pictures 


2. WHICH OF THE FOLLOWING DO YOU READ REGULARLY? 


(Check your answers) 

( ) News about the company 

( ) Articles by Company Officials 

( ) Correspondents’ columns 
(about your dept.) 

( ) Company announcements 


( ) Editorials 
( ) Men in Service 
( ) Employee activities 


3. AS TO PICTURES DO YOU THINK THE MAGAZINE HAS: 


(Check one) 
( ) Too many 


( ) Not enough 


( ) About right 


4. WHEN THE MAGAZINE ARRIVES, WHAT HAPPENS? 


(Check your answers) 

( ) Women read it regularly 
( ) Women read it sometimes 
( ) Women not interested 


( ) Other members of the family read it 
( ) I show it to friends 


5. DO YOU KNOW WHO THE FLXIBLE CLIPPER-ING’S CORRESPONDENT 


IS FOR YOUR DEPARTMENT? 
(Check one) 


( ) Yes 


( ) No 


6. DO YOU SUBMIT NEWS ITEMS OR PICTURES TO YOUR 


CORRESPONDENT? 
(Check one) 


( ) Yes 


( ) No 


7. WOULD YOU MISS THE MAGAZINE IF IT WERE DISCONTINUED? 


(Check one) 


{ ) Quite a lot 


( ) A little ( ) Not at all 


8. PLEASE WRITE IN THE SPACE BELOW ANY SUGGESTIONS OR COM- 
MENTS, NOT COVERED BY THE QUESTIONS, WHICH YOU THINK ARE 


IMPORTANT. 


YOU NEED NOT SIGN YOUR NAME 
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WORST HEADING OF THE 
MONTH 


Will someone please tell us what’s 
the excuse for the following heading 
which appeared on a printed 4 page, 
8%”x11” folder mailed by the 
Pennsylvania Railroad? While we 
are at it, we may as well reproduce 
the entire printed first page. [The 
inside two pages reproduced a sin- 
gle page four color advertisement 
of the Pennsylvania Railroad run- 
ning in national magazines “to keep 
you informed of what we are doing 
these crucial war days.” The last 
page was blank.] 


A Personal Message 
from the 
Pennsylvania Railroad 


In the days of peace, it gave us 
pleasure to keep you _ informed, 
through mailing pieces, of new fea- 
tures and periodic changes in the pas- 
senger service of the Pennsylvania 
Railroad. 


Since the war, to date, you have re- 
ceived none—for a reason we trust 
you will understand, and pardon. 


Like you, we have been doing all 
possible to help the war effort. With 
us, it has been a case of trying to pro- 
vide accommodations for the heaviest 
passenger traffic in our entire history. 
No doubt there have been times when 
service was not all that you or we 
would like it to be. 


But we assure you we have done 
and are doing the best we can with 
available equipment to serve all whose 
travel is essential; and doing it with 
all possible efficiency and courtesy. 


The year 1944 is one of hope, and 
we trust that it won’t be long before 
the postman can again call with news 
about what’s happening in passenger 
service on the Pennsylvania Railroad 
that is of particular interest to you. 


Reporter’s Note: Why do copy- 
writers insist on using the word 
“personal” when there is nothing 
personal about the message? How 
could there be a “personal” printed 


message from the “Pennsylvania 
Railroad?” 
e 
Employer: “Can you write short- 
hand?” 
Applicant: “A little, but it takes 


me longer.” 


From Indiana Telephone News, 
h.m. of the Indiana Beil Tele- 
phone Company, Indianapolis, 
Indiana. 
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your mail piles up like this... 


end for this ... 


THIS MORNING did you find 
your desk swamped with letters, 
inquiries, orders, memos? Yester- 
day’s mail buried under today’s? 

Then Hammermill’s pocket- 
size book, ‘‘Very Promptly 
Yours,” will be useful to you. 

It is filled with simple, usable 
ideas to help you speed up your 
correspondence, organize your 
files to get information promptly, 
route important letters through 
your office, save hours of unneces- 
sary delay ... and answer today’s 
mail TODAY. 


BUY BONDS 





It shows office-tested ‘methods 


which your printer can easily 

adapt to your particular needs. 
Mail coupon now for your free 

copy of “Very Promptly Yours.” 


EVERY PAY DAY 





: Hammermill Paper Co. RDM-MA 
+ Erie, Pa. 


Please mail me a free copy of “Very 
Promptly Yours.” 


Name 


RE | 
(Please attach to your company letterhead) 




















How 


REPORT ON PROMOTIONAL CAMPAIGN 





prepared by 


THE McCORMICK-ARMSTRONG COMPANY 
for the 


AMERICAN RED CROSS—SEDGWICK 
CHAPTER 


WICHITA, KANSAS 


March 1 to 10, 1944 





I. Objective of Campaign: 


To aid in attaining the highest 
RED CROSS WAR FUND Goal in 
the history of this county, $429,000. 


Specifically: 


1. To encourage the greatest 
number of individual contri- 
butions. 


2. To establish a higher basis of 
giving without actually ask- 
ing to give more. 


Il. The Basic Idea: 


$7 PAYS EVERY EXPENSE FOR 
MAINTAINING EVERY SERVICE 
AND ACTIVITY OF THE RED 
CROSS THROUGHOUT THE 
WORLD FOR ONE SECOND! 


Ill. Application of Basic Idea: 


Various publicity and advertising 
media was utilized to: 


1. Inspire and educate campaign 
solicitors. Five thousand men 
and women workers from every 
conceivable walk of life had 
to be inspired to tell the most 
effective story of the RED 
CROSS, and a special folder 
was designed to do the job. 
This folder presented the $7 
idea and emphasized 7 major 
services of the RED CROSS. 
Particular attention was given 
to interpreting these Interna- 
tional Services in direct rela- 
tionship to local county par- 
ticipation. 

2. The Sedgwick County War 
Fund Goal was interpreted as 
“61.3220 SECONDS” or “17 
hours, 2 minutes” for main- 
taining RED CROSS services 
throughout the world. 
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to Write A Report 





The title for this item possibly 
should be “How to Plan a Red 
Cross Campaign,” but this re- 
porter selected the title used as 
a salute to Fred A. Demmin of 
McCormick-Armstrong Company, 
1501 East Douglas Avenue, Wich- 
ita 1, Kansas ... who has given 
us what we consider a perfect 
a.b.c. report. Read it, and profit 
by it... some way. Sorry, we 
cannot reproduce the promotion 
pieces used. 











3. Further application recognized 
the value of the National Cam- 
paign, and it was therefore co- 
ordinated with the National 
War Slogan, “Your RED 
CROSS is at HIS side every 
second!” The National RED 
CROSS newspaper publicity 
ads were scheduled along with 
the local ads, “It Costs $7 a 
Second to Keep It There!” 


4. To get the idea at “the point 
of sale,” the combination pledge 
and membership card included 
the $7 a second and 7 major 
services of the RED CROSS in 
the printed copy. 


5. Media Used: Passout folders; 
Newspapers (13 basic ads); 
POSTERS; BUS CARDS and 
Pledge and Membership cards. 
Radio; House Organ publica- 
tions, and Speaker’s Bureau 
easily caught the idea and 
made a definite contribution. 


| IV. Results: 


1. 91,000 individual pledges for a 
total of $560,000, exceeding 
Sedgwick County goal by $131,- 
000, or a total of 18,715 seconds 
on a goal of 61,320 seconds. 
Sedgwick County drive result- 
ed in a fund that will support 
all the activities of the Ameri- 
can Red Cross throughout the 
world for almost an entire 
day. 


Compare the above figures 
with the 1943 Campaign which 
resulted in 77,851 contributors 
for a total of $308,000. In 


1943 the average pledge 
amounted to $3.95, while the 
present campaign pledge av- 
erage is $6.22, an increase of 
63% per cent. 


. In checking the pledges it is 


evident that the county goal 
of $429,000 could have been at- 
tained without the larger con- 
tributors, by the generous sup- 
port of the average worker 
and housewife pledging less 
than $100. 


. Contributions in multiples of 


$7.00 were far more numerous 
than any other figure. Indi- 
viduals who would have cus- 
tomarily given $5.00 or $10.00 
gave $7.00 and $14.00. Many 
families stretched $17.00 to 
$21.00. 


. Also significant of the influ- 


ence of the original campaign 
is the ease with which it was 
adapted and interpreted by 
news writers, house organ ed- 
itors, radio commentators, and 
campaign workers. The theme, 
although expressed by numer- 
ous individuals in their own 
words, maintained its identity, 
and did not suffer the usual 
handicaps of getting away from 
the original idea. 


. Perhaps the most outstanding 


contribution of the campaign 
is the fact that the individual 
subscriber was lead to think 
in terms of “seconds” and “Red 
Cross Services” rather than the 
dollars and cents value of the 
pledge. Thus the spirit of giv- 
ing was paramount. 


Positive unity in thought and 
application of the entire cam- 
paign made a deep impression 
in the consciousness of the in- 
dividual. This not only con- 
tributed to its success, but will 
prove a positive factor in fu- 
ture Red Cross Campaigns. 


. Wichita was the first city in 


the nation with a population 
of over 100,000 to reach its 
goal. 


(Continued on Page 13) 
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7. Sumner and Wyandotte Coun- 
ties Red Cross Chapters had 
an opportunity to preview the 
campaign, and were impressed 
to such an extent that they im- 
mediately adopted it. Except 
for the insertion of local fig- 
ures, no changes had to be 
made. All pieces prepared 
were easily adopted. 


A GOOD LETTER 
(And you should act on it) 


The following copy appeared in 
a form letter sent by President 
Howard Korman to all members of 
the Direct Mail Advertising Asso- 
ciation: 


Dear Member: 


I live in a small town where we 
still have to go to the post office for 
our mail. In one corner of the post 
office there’s a desk with the usual 
type of post office pens and a large 
waste basket. 


Last Saturday when I went to pick 
up my mail the waste basket was 
overflowing on the floor with cir- 
culars and other third class mail and 
an acquaintance of mine turned to 
me and said: “You’d never think there 
was a paper shortage to look at that 
junk.” 


Later that weekend some friends of 
mine were discussing some of the re- 
cent books. 


One of the points of this discussion 
on books was the fact that several of 
the people present were greatly im- 
pressed with the notation on the fly 
leaf of “A Tree Grows In Brooklyn”— 


“This book has been printed in 
compliance with the government 
regulations for the conservation 
of paper.” 


The woman who spoke about this 
and the others in the room thought 
that was a splendid idea and they felt 
that in making a purchase of a book 
with this statement in, they were not 
encouraging the waste of paper but 
were buying within the wishes or re- 
strictions of the government, 


Now let us go back to the waste 
basket in the Chappaqua post office. 
I was just wondering what public re- 
action would be if we were to volun- 
tarily print on every piece of direct 
mail that we turned out a statement 
such as the following: 


“This folder has been created 
and printed in compliance with 
the government’s wishes for the 
conservation of paper.” 
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Of course, before we could print 
such a statement we would have to 
make sure that the piece did conserve 
paper. 


I think such a statement promi- 
nently displayed on every piece of ma- 
terial we turn out would do several 
things. 


1. It would make us all conscious 
of the necessity for saving paper. 

2. We would be sure to use every 
effort possible to save paper. 

3. We would be promoting good 
public relations for our industry. 

4. We would be showing good faith 
with the conservation authori- 
ties. 


5. .We would have less small town 
waste paper baskets overflowing. 


I do not think that anything official 
can be done about the above idea but 
won’t you print such a statement on 
every piece of material you get out 
in the future? 


I think it will help our industry 
materially, particularly at this time. 


What do you think? 


Howard Korman, 
President, D.M.A.A. 

c/o McCann-Erickson, Inc. 

50 Rockefeller Plaza 

New York, N. Y. 

















Springfield 2, Massachusetts 


FINE PRINTING AND ENGRAVING PAPERS * + ENVELOPES TO MATCH 
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WORCESTER COMMITTEE 
STILL ACTIVE 


Here is latest report: 


Bulletin From the Worcester Sal- 
vage Committe to All Men Who 
Helped On the October, 
1942, Metal Salvage 
Drive 


The salvage of paper is the num- 
ber one job of everyone today. We 
have not begun to feel the shortage 
in general life, but newspapers and 
magazines have had serious cuts, 
and the shortage of paper for re-use 
in cartons for packing is becoming 
more and more severe. 


There are several reasons for this, 
as you know: 


First: Lack of pulp wood cutting, 
caused by men entering 
the armed services. 


Second: With smaller newspapers 
and less magazines, there 
is less of this material be- 
ing turned back. 


Third: The thousands of pounds 
of carton material which 
are going overseas, which 
never come back, where 
normally this material is 
reworked in the carton in- 
industry. 


Fourth: There are thousands of 
pounds which are being 
burned or sent to the 
dumps, and this paper we 
must rescue and get back 
into manufacturing chan- 
nels, if we are to save the 
situation. 


Will you follow up the same peo- 
ple that you did in the Metal Sal- 
vage campaign, and see that they 
understand the desperateness of 
this situation, and do something 
about it. Get them to make a spe- 
cial effort to clear old _ files—cor- 
respondence, old bills, records, mag- 
azines and books. a 

It is possible to arrange with the 
wholesale dealers for shredding of 
private records, seeing that they do 
not get out into circulation. 


The attached sheet shows the 
dealers normally handling this char- 
acter of paper. Please ask the peo- 
ple you are checking on to make 
their own arrangements with any 
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of these dealers, not only for their 
first collection, but for a continued 
pickup of all salvaged paper. 


You will naturally get the best 
results if you telephone to each of 
your prospects, but we have had 
mimeographed sufficient copies of 
the bulletin attached, with second 
sheet of list of dealers, so that you 
can drop in and get these at the 
War Production Board office, State 
Mutual Building, or telephone 6-4671 
and they will send you the number 
you require for mailing to your 
group. 


This 1s really a vital situation, 
and I would appreciate your coop- 
eration greatly. 


R. M. Spencer, Chairman, 

Worcester Salvage 
Committee, 

Worcester, Mass. 


Reporter’s Note: Some of you 
may wonder why we devote so much 
space to Salvage. “Spend more time 
on straight Direct Mail,” say some. 
But who should be more conscious 
of the need for paper salvage than 
Direct Mail people? Or who more 
competent to stage a campaign? 


If you folks who read this maga- 
zine only knew how serious the pa- 
per situation really is, you would 
duplicate the work being done by 
Rae Spencer .. . and quickly. Isn’t 
a little effort on salvage and con- 
servation better than .. . stricter 
paper regulations? 


HITTING BELOW THE BELT 
DEPARTMENT 


The following item appeared in a 
recent “Letters to the Editor” col- 
umn of the Atlanta (Georgia) Jour- 
nal: 


USELESS MAIL 


Editor, The Journal: Why have we 
never approached the matter of paper 
shortage at the source? As a minister 
my daily mail includes not less than 
15 cents in postage and never under 
half a pound of paper which is useless, 
unnecessary and uninformative. The 
other half of the mail is important and 
significant. 


It is {rue that I save all paper re- 
ceived, but*«how much better if this 
were used for some vital purpose in- 
stead of being sent at the. expense of 


the postal system and at the expense 
of manpower. 

If paper is as vital as your good 
newspaper and other informed sources 
declare it to be, why do we not have 
a priority requirement for widespread 
use of paper in the mails? It is cer- 
tainly not unreasonable to ask, as I 
have done with no success, roofing 
companies, packing plants and steel 
companies to stop telling disinterested 
persons how patriotic they are because 
some of their technicians have been 
drafted! 


If you can do anything to promote 
a solution through curtailment of use- 
less mailing I shall consider it a per- 
sonal favor and shall have much more 
time as well as paper to write to my 
friends in service. 


ROGER D. BOSWORTH. 


Reporter’s Note: Some of our 
friends in Atlanta asked me to dic- 
tate an answer to the Reverend Bos- 
worth. Even sent me his address... 
669 West Peachtree Street, N. E. 


In the first place, we think the At- 
lanta Journal was foolish to print 
the letter. (See “Dear, Dear, Mr. 
Dear.” article in Reporter, page 14, 
July, 1939 issue.) 


The Atlanta Journal must know 
that any regulation of one form of 
advertising or communication will 
ultimately injure all forms. 


Dr. Bosworth surely must know 
that “freedom of the press” did not 
mean solely freedom of the news- 
paper printing press. It means free- 
dom to express oneself in print— 
any kind of print (so long as that 
printing is not seditious or fraudu- 
lent). Where does the Doctor rec- 
ommend that the trimming start? 
The Doctor says that half the mail 
he receives daily is “important and 
significant.” Suppose that we ana- 
lyze a daily issue of the Atlanta 
Journal. Does the Doctor think that 
one half the advertising (or the 
news) is significant to him? Would 
he recommend that the other half 
be prohibited? How would he ap- 
point a board of censors to rule on 
what was or was not significant. 
Suppose the Doctor and his neigh- 
bors got together to decide what 
mail was or was not significant to 
each person or to all. Could they 
agree? Certainly not. 


It’s a futile argument but we hope 
some of the readers of this maga- 
zine will tell Roger D. Bosworth by 
mail what they ‘think of his sugges- 
tion. We’ve given you his address. 


THE REPORTER 











‘LETTER WRITING SUGGES- 
TIONS FOR THE ARMY. The fol- 
lowing blast appeared in recent bul- 
letin of American Business Writing 
Association, 304 Commerce Build- 
ing, Urbana, Illinois: 


The Army probably doesn’t know it, 
but one thing it needs is a good busi- 
ness writing teacher to revise the 
various publications on Military Cor- 
respondence. For an organization that 
exists on uniformity there is less of 
it to the square inch in Military Cor- 
respondence than in anything that 
we have tackled recently. To co- 
ordinate the manuals, supplements, il- 
lustrations, and camp practice and 
arrive at something definite is a task 
for a Houdini. And after you have 
taught the mechanics of Military Cor- 
respondence for four days, you won- 
der why you wasted everyone’s time 
and then gave university credit for it. 


Teaching the ASTP is a new and 
fearful experience. You constantly 
feel that you are riding a bucking 
broncho, with both hands on the sad- 
dle horn and still not sure what will 
happen next. Indirect disciplinary 
methods that are adequate with civ- 
ilian students must give way to very 
direct methods—and early. With not 
more than one hour of preparation 
time outside of class (seldom that 
much) most of the work must be 
done in class. Expository subjects 
can have no Army connection or 
you’ll read secondhand all the va- 
rious Field Manuals. All of your 
class live in the same barracks—and 
it is remarkable what an _ influence 
two or three good writers can be. 
Hence more written work must be 
done in class and weighed heavily in 
the grading. 


The personnel falls into’ three 
classes: (1) those who, in spite of 
everything, try and really do good 
work; (2) those who are competent, 
come with the understanding that if 
they made good they would be sent to 
OCS, and now feel that they have 
been sold down the river; (3) those 
who are trying to keep out of the Army 
as long as possible. Those wholly 
unqualified offer no problem because 
they are soon liquidated. 


If the Army would offer some worth- 
while incentives for good work, a large 
number of classes could and would 
produce results. Add a little specific 
morale building to convince the boys 
that they are doing a worthwhile job 
and quick discipline for loafers and 
the program could hum. At least the 
boys would get some training if not 
much education. From our observa- 
tion the V-12 program is highly suc- 
cessful, probably because it is not such 
a rush job and because the boys have 
a definite incentive. 
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Illustration shows COMMERCIAL CONTROLS Postal Scale 


COMPLETE RATE CHART AVAILABLE 
A detailed schedule of new rates, 
suitable for your mailroom wall, is 
available without charge—phone our 
nearest office or write us direct. 

It is important that your mailroom 
gets this new information—also that 
your postal and parcel post scales 
have corrected charts—for the mail- 
room is “the heart of every office” 
upon which all departments depend. 

Plan now for an up-to-date, post- 
war mailroom with modern, mail- 
handling equipment—a CoMMERCIAL 
ContTROLs specialist will help you. 


AVE time for overburdened post 
S offices and avoid confusion by 
giving your mailroom personnel these 
new Postal Rates, effective March 26. 


@ FIRST CLASS LOCAL MAIL—Old rate 
of 2c per ounce increased to 3c. 

@ AIR MAIL—Old rate of 6c per ounce 
increased to 8c. (Rate to and from 
overseas members of the Armed 
Forces is unchanged.) 

@ PARCEL POST AND OTHER FOURTH 

- CLASS MAIL—Old rates increased 
3%, or lc, whichever is greater. 

@ MONEY ORDERS, C.O0.D., REGISTERED 
and INSURED MAIL—F ces increased. 






Attend the Annual Conference of the National Office 
Management Association, June 5, 6 and 7, New York, N. Y. 


COMMERCIAL CONTROLS 


Division of NATIONAL POSTAL METER COMPANY, INC. 


Rochester 2, N. Y.—Branches and Agencies in Principal Cities 








CJ WANT TO SEE AN UNUSUAL 
QUESTIONNAIRE FORMAT? 
Write to Richard Meloy of the Cus- 
tomer Research Staff, Frigidaire Di- 
vision, General Motors, Dayton 1, 
Ohio... and try to get him to send 
you a copy of a recent questionnaire 
sent to ice cream company execu- 
tives on the general topic “What is 
YOUR advice regarding the Ice 
Cream Cabinet of the future?” 


The questionnaire itself is in the 
usual General Motors style of eas- 
ily checkable illustrated questions. 
The 84” x5%”, 24 page booklet was 
designed as a self mailer. The un- 
usual feature is that... those using 
the questionnaire were asked to fold 
over the back cover (so that it be- 
came the front of the book). That 
back cover when so folded became 











a business reply envelope, permit 
form. A die-cut gummed flap ex- 
tends from it so that the booklet 
can be sealed. To make the method 
simpler, the designer placed dotted 
lines on the outside margin on page 
22 with these instructions: “After 
folding back opposite page, seal flap 
over this area and drop in mail box. 
This feature is not patented!” 


There is an explanation of the 
whole idea in the front of the book- 
let. Says the General Motors Re- 
search Staff: “To cooperate with the 
Government’s paper conservation 
program, we have devised a new 
type of questionnaire which saves 
both the outgoing and return en- 
velopes . . . While this is—so far 
as we know—an innovation in ques- 
tionnaire technique, anyone is wel- 
come to use it.” 


| |DO YOU WANT TO KNOW ... 
how type is designed and produced? 
Then get the fascinating booklet 
entitled, “Looks ... PLUS,” de- 
scribing graphically how the Ameri- 
can Type Founders make their type. 
This informative booklet will be 
valued not only by printers, but 
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also by typographers, graphic arts 
teachers, members of craftsmen’s 
clubs, and anyone having to do with 
type. 


Reader is taken step by step from 
the artist’s original drawing; its 
enlargement, and the making of the 
dimensional patterns; through the 
engraving of the pattern plate and 
then the matrix on the Gorton and 
Benton machines respectively; and 
the precision testing. Operations 
are all illustrated by halftones, sup- 
plemented by terse captions. 


Copies can be obtained, if re- 
quested on your letterhead, from 
the Type Department, American 
Type Founders, 200 Elmora Avenue, 
Elizabeth 2, New Jersey. 


So You Think It’s Over! 


Speaking of pat-on-the-back and 
post-war-plans advertising. Yes, 
again! 


Too many people have the idea 
that it’s no longer necessary to pro- 
mote or support wartime projects 
by advertising. 


We are not permitted to reveal 
exact figures . . .. but listen to this. 


During February, 1944, intercep- 
tion of counterfeit currency by the 
U. S. Secret Service reached the 
all-time low in history. That is, 
the amount of counterfeit bills un- 
covered was... nearly infinitesimal. 


On the other hand, arrests for 
forging food .and gasoline ration 
coupons reached an all-time high. 
It has been discovered that all of 
those arrested had previous crim- 
inal records for . . . counterfeiting, 
rape, white slavery, narcotics smug- 
gling, bootlegging, etc. 


In other words, the old criminal 
gangs have moved into a new lush 
field. Printing presses have been 
put to work .. . turning out counter- 
feit ration stamps. It’s easier to 
hide and dispose of coupons than 
it was to merchandise liquor, nar- 
cotics or women. 


It is estimated that the face 
“value” volume of counterfeit gaso- 
line coupons exceeds the total quan- 
tity of gasoline available. It’s like 
having thousands of checks drawn 
against a non-existent or overdrawn 
bank account. | 


Arrests are being made. There 
will be many more. A new method 
has been found to “catch” not only 
the producers but the users (or 
buyers). But the situation couldn’t 
exist . .. the gangsters wouldn’t 
be flocking to ration stamp counter- 
feiting ... if. advertisers told the 
American people the real truth about 
the need for gasoline rationing. The 
need is acute. The coming invasion 
—the climax or crisis of the war— 
will need all the fuel we can scrape 
together .. . yet millions of “Ameri- 
cans” are buying black market 
stamps. (Records prove that nine 
out of ten stamps offered in black 
market are either stolen or are 
counterfeit.) 


Here is a job for advertising. Di- 


. rect Mail as well as all forms of ad- 


vertising. We've got to show peo- 
ple that they should not, must not, 
buy black market coupons. _In- 
stead of being patriotically smug 
with a simple drop-in “Buy War 
Bonds,” why not tackle the “black 
market” project in your advertis- 
ing. The OWI can give you startling 
background material. The war isn’t 
over. There is much fighting to be 
done abroad ... and at home. 


}/ TRICK QUESTION: On what 
date were the first air mail letters 
carried? The answer is in this in- 
teresting report: 


Those interested in air mail would 
no doubt enjoy seeing a photograph 
of one of the first letters ever car- 
ried by air, now in the aviation col- 
lection of the State Street Trust Com- 
pany at its Union Office, 24 Federal 
Street, Boston. This is a letter writ- 
ten by Benjamin Franklin’s son, Wil- 
liam, in London, to his son, William 
Temple Franklin, who was _ staying 
with the famed Benjamin in France 
at the time. 


Carried by Dr. Jeffries of Boston on 
January 7, 1785, when he and the 
noted French argonaut Jean Pierre 
Blanchard made the pioneer crossing 
of the English Channel by balloon, 
this photograph was obtained through 
the courtesy of the American Philo- 
sophical Society of Philadelphia and 
is a very suitable addition to the tol- 
lection which already contains pic- 
tures of Dr. Jeffries, the balloon and 
the monument erected to mark the 
landing spot in France. 


Ralph M. Eastman, Vice Pres. 


State Street Trust Company 
Boston, Massachusetts 
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SIMPLE WORDS NEEDED 


Following letter is worth reading 
. and thinking about! 


Dear Mr. Hoke: 


There is concern approaching dis- 
may, in the government and out of 
it, because women do not seem to 
grasp the really disastrous possibili- 
ties of inflation in the U. S. 


Most of the propaganda to date uses 
phrases like “economic stabilization,” 
“inflation spiral,” etc., which mean 
little to the average working woman 
or housewife. 


To make the threat clear to women, 
and to explain how women can help 
avoid infiation (they spend 70 per cent 
or more of the national income), 
we’ve got to phrase these points in 
terms that will make women under- 
stand and co-operate. 


It is desirable to stress the positive 
side in such writing, i.e., “Buy Bonds 
today so that you can buy what you 
want tomorrow,” etc. 


Needed are short phrases and slo- 
gans, short paragraphs for newspaper 
and magazine column “fillers,’’ poster 
ideas, one-minute radio spot an- 
nouncements, etc. 


We’re counting on you. . . Thanks. 


Rex Stout, Chairman 
Writers’ War Board 

122 East 42nd Street 

New York 17, N. Y. 


Reporter’s Note: We’ve been 
grumbling about “Economic Stabi- 
lization” for many moons. Some of 
the agency boys who write copy for 
the War Advertising Council and 
OWI like to use “dollar words.” Im- 
agine approaching a coal miner’s 
wife on a Pennsylvania hillside with 
a question (a la poll style) “Madam, 
do you favor Economic Stabiliza- 
tion?” She might call a cop! 


More power to you, Rex; in trying 
to find simple words. That’s what 
the world needs. Especially the ad- 
vertising and letter writing world. 


Incidentally, speaking of Anti- 
Inflation (or whatever shorter name 
can be devised) write to Warren T. 
Mayers, advertising manager of 
Look Magazine, 511 Fifth Avenue, 
New York 17, N. Y. Ask for’ new 32 
page pamphlet, “Don’t Buy Another 
Depression.” It’s an amplified ver- 
Sion of a feature article which re- 
cently appeared in Look. The pam- 
phiet offers excellent suggestions 
for using advertising (all kinds) to 
lick what has often been called the 
most dangerous enemy any warring 
nation has to face. 
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“The Injured Pup” 


When you want to know 


GO TO AN EXPERT 


WHEN YOU COME to buying papers, the expert would, naturally, 
be your printer. 


Ask him about Rising Papers. We’re confident of his reply. 
Good printing depends very considerably on good paper... and 
for many years these same experts have depended on Rising 
quality for the finest results. 


The price is the same as other 
quality papers. Among other lines: 
Rising Bond (25% rag), Rising Line 
Marque (25% rag), Finance Bond 
(50% rag), Rising Parchment (100% 
rag). The Rising Paper Company, 
Housatonic, Mass. 


ASK YOUR PRINTER-—-HE KNOWS PAPER 








_|CAN YOU WORK THIS ONE? 


PUT THIS IN YOUR PIPE AND 
SMOKE IT! 


Three parts of a cross and a cir- 
cle complete; two semi-circles a 
perpendicular meet; a _ triangle 
standing on two feet; two semi- 
circles and a circle complete. What 
is it? 

Answer to above at bottom of this 
column. 


|| FOLLOW-UP REPORT ON CON- 
TEST. Last month we told you 
about the successful conclusion of 
the contest staged among RKO ex- 
hibitors by Leon Bamberger. This 
Reporter was one of the judges. We 
amend that report by including the 
Startling information that the prize 
winning entry was actually used. 
Leon has just sent us the mailing 
piece designed to promote Ginger 
Rogers in “Tender Comrade.” The 
finished piece follows exactly in 
size, format and arrangement the 
dummy layout submitted by the 
prize winner. This reporter liked 
that particular entry because it was 
much more than an ordinary Direct 
Mail promotion piece. Parts of the 
actual brochure could be _ taken 
apart by the recipient to create 
lobby displays and other local pro- 
motions. 


Congratulations again to Leon 
Bamberger for conducting a prize 
contest which really worked. 


* * * 


Incidentally .. . if you would like 
to read an interesting report on 
what the motion picture industry 
has done to support essential war- 
time publicity projects, write to Ed 
Schreiber, Publicity Director, War 
Activities Committee—Motion Pic- 
ture Industry, 1501 Broadway, New 
York City. The booklet entitled 
“Movies at War” is thrilling. 


Answer: ‘QOOVdOL 


We clipped it from the interesting 
blotter h.m. “Oak-K” issued by J. M. 
Bryant & Sons Company, Clarks- 
ville, Arkansas. 
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REPORT FROM CANADA 
(With An Idea) 


Dear Mr. Hoke: 


You probably won’t remember me, 
but I’m the guy who used to read 
avidly each issue of THE REPORTER 
while perched on top of an armoured 
car “somewhere in England”. 


Last October a burst ulcer put an 
end to my endeavors along this line 
and in January I returned to Canada 
and to the fold of Wiggins Systems 
wimited where I am now busily en- 
xaged in ironing out, via the drawing 
board, a few of the creaks in the ol’ 
arm. 


As you are well aware, Canadian 
Government paper restriction orders 
have kept the direct mail boys lying 
awake nights. As a cure to this type 
of insomnia, we are experimenting 
with the use of newsprint as a direct 
mail stock. The enclosed piece will 
give you some idea as to how we are 
making out in this regard. 


To borrow from the March issue of 
Provincial Paper: “Direct mail print- 
ed on news stock is a tested and 
proven idea ... color will undoubt- 
edly be used to a greater extent to 
offset any product sales appeal that 
may be lost due to coarse half-tones’’. 
As yet, we have not tried half-tones 
on newsprint, but intend doing so in 
our next promotional piece. Just to 
make you and us happy, I will send it 
along when it appears, 


I am more than ever a REPORTER 
fan. 


Sincerely yours, , 


Stan Smith, 

Wiggins Systems Limited, 
44 Princess Street, 
Winnipeg, Man., Canada. 


Reporter’s Note: The “enclosed 
piece” was a single sheet 8%” x 11” 
combination 2 color letterhead and 
offset illustrated letter on newsprint 
stock. Good looking, too. Copy was 
built around new Canadian order... 
reading 


“Any person may acquire and 
use promotional and advertising 
printing up to a maximum of 
ONE TON in any calender quar- 
ter provided such printing is pro- 
duced on 32 POUND STANDARD 
NEWSPRINT.” 


The piece itself was a demonstra- 
tion of “How to do it.” Good work! 
Incidentally, Canadian authorities 
have removed the ban on business 
reply envelopes. Hurrah! 


Roommate: ‘“What’s the matter, 
pal? You lock down and out.” 

Student: “I wrote home for money 
for a study lamp and they sent me a 
lamp.” 


From Bruce Magazine, h.m. of 
E. L. Bruce Co., Memphis, 
Tenn. 


ANOTHER CLIP SHEET 


We are reproducing on the next 
two pages the Sixth Issue of War 
Message Copy produced jointly by 
the Graphic Arts Victory Commit- 
tee, the Advertising Federation of 
America and the Advertising Affil- 
iation. 


As previously reported, the infor- 
mation is collected in Washington 
with the heip of a special liaison 
department of the OWI. The Gra- 
phic Arts Victory Committee sup- 
plies the typesetting and mat serv- 
ices. The mats are _ distributed 
through the Advertising Federation 
to all local advertising clubs and 
graphic arts associations. Local 
news and imprints are inserted into 
the stereotypes and copies run off 
by local printers for distribution by 
the local advertising club. 


The movement is growing rapidly 

. . after a slow start. Most of the 
advertising clubs throughout the 
southwest are producing their lo- 
calized versions of “War Message 
Copy.” Large clubs throughout the 
country are following in line. Next 
month we hope to give you a com- 
plete list of the clubs which are 
participating. 


OWI reports that many coupons 
are being received from local adver- 
tisers .. . asking for specific infor- 
mation on tie-up campaigns. 


We again urge readers of The 
Reporter who belong to their local 
advertising clubs to check up with 
club officers on this service. If for 
any reason the mats are not being 
received or used, please write to us 
about it. If the club is using the 
service locally, cooperate in every 
possible way. The war is not over. 
There is need for concerted action 
on the home front. There are many 
underground forces trying to pull 
us apart, to make us uncertain, to 
make us lazy and indifferent. Ad- 
vertising can help to keep the home 
front active and on the alert. Will 
you help? 
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WAR MESSAGE 





Compiled in Washington by the War Advertising Committees 


of the Advertising Federation of America, the Advertising 
Affiliation, the Pacific Advertising Association and of the 


Graphic Arts Victory Committee in co-operation with the 


Office of War Information. 
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NUMBER 


USE THESE READY MADE ADS IN YOUR APRIL ADVERTISING! 


With this issue of War Message Copy the edi- 
tors give you actual drop-ins, slogans, and head- 
lines Which can be used “as is.’’ Previous bulletins 
mainly presented news items about individual 
campaigns. The publication of actual ads makes 
it easier than ever to do your part to support 
the war effort. Note that each drop-in contains 
the highlights of the particular campaign in a 
small space. If you decide to make up your own 
inserts and copy be sure to hit the highspots for 
quick, easy, action-compelling reading by the 
yublic. 

: As you know each issue of War Message Copy 
is carefully compiled to contain an all-over re- 


view of important new war campaigns as well 
as new material on continuing campaigns. The 
prime purpose is to present to you; the adver- 
tisers, authoritative information for easy use in 
local campaigns. The selection of campaigns each 
month is not an arbitrary one. Feel free to select 
whatever campaigns best fit in with local condi- 
tions and your own particular industry or region. 
The O.W.I. is particularly anxious to secure 
clippings or samples of how you are using this 
material. Clippings and samples may be sent to 
the Grahic Arts Victory Committee, 17 E. 42nd 
Street, New York 17, N. Y.; and they will be 
forwarded to the O.W.I. in Washington. 


Note particularly this month the check list of 
all government war theme campaigns on page 2. 
If you would like more complete data than is 
contained in this or any previous issue just 
check in the space provided, attach to your letter- 
head, and mail to Room 3339, Office of War In- 
formation, Washington 25, D. C. Complete back- 
ground information will be forwarded to you 
immediately. 

Get behind your country’s war effort now— 
advertising is a powerful influence to stimulate 
everyone to an all-out effort. Do your share— 
publicize, advertise war campaigns. 





YOU CAN MAKE 


FOOD 


FIGHT FOR 
FREEDOM 


* PRODUCE AND 
CONSERVE. 


PREVENT RANGE FIRES — 


FOREST FIRES 





Remember 


1. Crush out your smoke 

2. Drown your campfire 
then bury it 

3. Break your burned 
match 

4. If you burn slash: 

First, get a permit; 

last, kill every spark. 


GROW MORE IN °44 





FOOD FIGHTS 
FOR FREEDOM 

















PLAY SQUARE. 
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VE'S'S'S' S'S S'S S'S S'S S'S E'S S'S S'S S'S S'S S'S S's! 


“Make your home a fighting 
home by Fighting Waste so 
we'll win the fight faster!” 


E. J. King, Admiral, Navy 
Commander in Chief, U. S. Fleet 





RARE ARE RN 
EVERY 
MINUTE Stay On Your Job — 

COUNTS Don’t Lose Time! 
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VICTORY 
| DEPENDS ON 


EVERYONE, 
EVERYDAY! 














PAPER PACKS 
A WAR PUNCH 


Dow't Waste Jt! 








Paper is doing a tremendous job for our boys overseas. It’s protecting their 
food, their ammunition, their equipment. It’s doing a terrific job in war produc- 
tion, serving in the manufacture of all manner of equipment from airplane gas 
tanks to explosives. Every economy we can make i: packaging (name of prod- 
uct), every saving your dealer can make in wrapping paper is that much more 
for Uncle Sam. So get in on the paper-saving parade to Victory. 














YOU ARE NEEDED ON A FARM 
If you have the entire summer free, volunteer NOW, Men and 
women—g@ full particulars from your county agricultural 
agent. Boys and girls—see your high school principal or your 
county agent. If you have only a few days or a few weeks 
free, listen for the local call..for emergency volunteers. 


U. S. DEPARTMENT QF AGRICULTURE 
and The War Manpowef Céiimission 
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SH-H-H-H... 


War information not published or broadcast 
is often the most interesting and always the 
most dangerous to mention . . . even “con- 
fidentially.” Think before you talk! 


Office of War Information, 
Washington, D. C. 








____USE ONE OF THESE DROP-INS— OR MARE UP YOUR OWN! 





To Help Save Paper (over) —- 











MORE READY-TO-USE ADS AND INSIGNIA FOR YOUR ADVERTISING 
Women! Find Your Right War Job Today! Just Check Your Choice co 


I fe ‘ : : Below are reproduced campaign symbols for the continuing war them 
"he won 9 Every woman working helps bring victory sooner! If you would. like background information on these programs, including ‘ommamt 
) copy, check this list, attach to your letterhead, and mail to the Office of War Infor- 
Read the Want Ad section of your local newspaper to mation, Room 3339, Social Security Building, Washington 25, D. C. 



























° ° see jobs open now in your town. Go to the U. S. Employ- 3 Te 

% s ment Service Office for advice. e ° 

. waa oo % i 
THE MORE WOMEN AT WORK — THE SOONER WE'LL WIN! Nemcr — 
Home Pledge V-Gardens Basic Foods Fight Waste 








PAPER‘ 


PACKS A WAR 
PUNCH 


THE ARMY NEEDS WACS 
THE WAC NEEDS YOU! 


ENLIST TODAY—WOMEN’S ARMY CORPS 
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Paper Forest Fire V-Mail 


; Anti-Inflation 
Conservation Prevention 
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Save Paper Women in War 


Cadet Nurse Crop Corps 


Support These Campaigns Too! || 


Below are reproduced campaign symbols for additional war theme campaigns which 
need your support. Literature on these is not available from the O.W.I. However, 
check past issue of War Message Copy for slogans, copy slant, etc. or write your 
local committee for information. 
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Bonds and 
Stamps 


“ 
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GIRLS—A Lifetime Education Free—if you qualify 
TRAIN AS A NURSE 


High-chool graduates with good scholastic records, 












































- : : : Labor Spars Aviation Absenteeism Naval Air 
inquire at your local hospital or write today for Management Cadets Crewmen 
your copy of Official Folder 

U. S. CADET NURSE CORPS, Box 88, New York, N. Y. USE SLOGANS IN YOUR ADS 
GET IN THE FIGHT To the Men Overseas V-MAIL IS SPEED-MAIL 
WE ARE SAVE HIS LIFE — GIVE YOUR BLOOD 





WITH YOUR ADVERTISING COOPERATING SMASH THE BLACK MARKET 


Use Only the Gas Coupons Legally Issued to You 
War Message Copy is sponsored 


by your local War Activities with the 15,000,000 women Spend Wisely — Buy Only What You Need 
Committee. We will. be glad to who are keeping the — 


help in your efforts to support 
HOME FRONT PLEDGE 











the war theme campaigns. Call 
on us for any material you need, 
or check in the proper space 
and secure material direct from 
the O.W.L. 

Insert Local Committee Name 


Insert Local Committee Address 
Insert Local Com. Tele. Number 


NOTE TO LOCAL COMMITTEE 
AND PRINTER: Use this space 
to insert. local news, committee 
addressses. Print this issue of 
,. War.Message. Copy as soon as 
possible and distribute widely. 
Greater distribution means 
greater results. If you wish, in- 
‘sert spetial-local copy of inter- 
est in. the! material before run- 
ning. If necéssary, drop out one 













Teachers ! 
YOUR COUNTRY WANTS YOU — TO TEACH 


Teachers stay on your jobs! America needs you 

today as never before. Our children must be edu- 

cated to understand the principles for which we 

fight or the hard-won peace to come will be mean- 

ingless. Those of you who are qualified to teach 

but are not now doing so, join the ranks of this 
2 ff essential service. The need is urgent! 





* We collect ration points for 
all rationed food 

















or two of: the suggested ads to * We sell at ceiling prices 
secure space. War Message Copy or less 

should be your own. Make it re- Share and Play Square—Buy 
men your_local Committee’s ac- No-Point, Low-Point Foods 
ivities. : 








RUN A WAR MESSAGE IN ALL YOUR ADS—IT HELPS! 


Printing of this bulletin contributed to (LOCAL AD GROUP) by (Printer’s 4 





me! 
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Send for This Free 
Specimen Book 


53— COLORS, BLACKS, WHITES, COMPOUNDS 


Write to International Printing Ink, 350 Fifth Ave- 
nue, New York 1, N. Y. Branches in principal cities. 


Seven 


CLASSIFIED ADS 


Rates, 50c a line—minimum space, 3 lines. 
Help and Situation Wanted Ads—25c per 
line—minimum space 4 lines. 














BOOKS 


UNUSUAL BOOKS for mail selling. Long 
profits. Snappy circulars, ready'to use. Re- 
quest samples and prices. Financial Edu- 
— 431H Commonwealth Bldg., Denver 
2, Colo. 


NO INFLATION HERE We ofers 


few brand 
new copies of the latest editions of the follow- 
ing famous books on advertising at large 
discounts—while they last: 


DIRECT MAIL ADVERTISING & SELLING by 


Frank Egner & L. Rohe Walter. Pub. at $3.00. 
Only $1.98. 








HOW TO MAKE SALES LETTERS MAKE 
MONEY by Frank Egner. Pub. at $2.50. Only 
$1.98 


TECHNIQUE OF ADVERTISING LAYOUT by 
Frank Young. Pub. at $7.50. Only $4.50. 
TESTED ADVERTISING METHODS by John 
Caples. Pub. at $3.50. Only $1.98. 
ADVERTISING FOR IMMEDIATE SALES by 
John Caples. Pub. at $3.00. Only $1.98. 


Books will be sent for your free approval exam 
if requested on business letterhead. SALES 
RESEARCH ASSOCIATES, 31 E. 27th St., N. Y. 
16, N. Y. 





EQUIPMENT 


SAVE HALF on Mimeographs, Multi- 
graphs, Typewriters. Write for list of 
other bargains. Pruitt, .69 Pruitt Bldg., 
Chicago 10. 








MULTIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments — Sold, 
Bought, Traded-In and Repaired. Write us 
your requirements. Chicago Ink Ribbon 
Co., 19 S. Wells St., Chicago, III. 





LETTERHEADS 





EVERY EXECUTIVE SHOULD READ 
“Letterhead Design and Manufacture,” by 
Fred Scheff, 225 pp., 8% x 11, 125 illustra- 
tions. “EXCELLENT” Printers’ Ink. Mail 
$5.00 to Fredericks Co., 68 Nassau St., 
New York 7, N. Y. Money refund guarantee. 





MULTIGRAPHING SUPPLIES 
RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the re-manu- 
facturing of used ribbons. Chicago Ink 


Ribbon Co., 19 S. Wells St., Chicago, Ill. 
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_|A TIMELY BOOKLET. Write to 
Tom Chambers of the Linweave As- 
sociation, 2i Cypress Street, Spring- 
field 2, Massachusetts ... and ask 
for a free copy of the 4”x6”, 32 
page booklet entitled “The Flag of 
the United States of America.” The 
booklet contains an interesting sum- 
mary of the history of the flag and 
the various rules for display. 


WANTED: 
MEN AND WOMEN 
By the Thousands 
Citizens Preferred 


for the Duration qnd Post-War 


We need thousands of men and 
women in every part of the United 
States to do a job for us. 


We prefer citizens, and if they have 
some influence in their communities, 
so much the better. 


We want men and women who think 
of themselves first—the kind who 
want to get on the bandwagon, fol- 
low instructions faithfully, and don’t 
try to do the heavy thinking them- 
selves. 


The work is easy. We just want 
them to go about making remarks to 
people they meet. We supply the re- 
marks, They are easy to learn, easy 
to say, easy to repeat. 


We want thousands of men and 
women everywhere to say that we 
are not as bad as painted; that we are 
victims of the Russian bolsheviks; 
that we never got a fair break; that 
the war was started by Wall Street; 
that the international capitalists 
ganged up on us; that England is 
playing an old one-way game; that 
we are only defending ourselves; that 
if we take a bad licking this time the 
world will go Communist; that now 
is the time to call the boys back and 
quit; that mind our own business and 
let the other fellow mind his is the 
American policy; .... we will sup- 
ply these and other remarks. 


This is a duration job and a postwar 
job too. After the war we will need 
thousands of men and women in 
America to do more of the same for 
us. We will supply the remarks after 
the war too. 


The pay? Well, we would gladly 
pay in money if we could. We have 
a record of paying well in gold before 
the war. To those who do a good 
job now and continue in our service 
after the war, we will make up in 


(Continued on Page 22) 





AHREND CLIENTS 


have won 


NATIONAL AWARDS 
IN THE LAST 2 YEARS 


Your Inquiry is Invited 
* 
Planning, Creating and Producing 


RESULTFUL 
Direct Advertising 


D. H. AHREND CO., INC. 


52 DUANE ST., NEW YORK 7, N. Y. 
WOrth 2-5892 
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“. . . when ordering shoes, 
be sure to state size... .” 


ARE YOU REACHING 
THE RIGHT PEOPLE? 


For your next mail promotion use a 
list of right people . . . people who 
are known to be buyers of products and 
services similar to your own. We don’t 
own lists but we do know where to get 
them . . . 2,000 privately owned lists 
—more than 80 million names—are reg: 
istered with us and available on a rental 
basis. Cost is low—service is fast. Tell 
us the people you want to reach—we’ll 
make suggestions without obligation. 


D-R SPECIAL LIST BUREAU 


(DIVISION OF DICKIE-RAYMOND, INC.) 
80 Broad Street Boston 10, Mass. 
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pay for the war period. We will know 
who have been faithful to us and re- 
ward them. For we will be coming 
over after the war and continue where 
we left off—if enough men and women 
in America keep making these re- 
marks and they take effect. 


You needn’t file any applications. 
Just go to work. You will soon be 
making contact with others doing the 
same job and you will know what the 
latest remarks are from them. 


Thank you. 
Adolf Hitler 


Fuehrer of Germany 


Reporter’s Note: The above was 
sent to us by a friend in an adver- 
tising agency, on agency letterhead, 
with a serious sounding letter ask- 
ing us to run the “Want Ad” in next 
issue. It had us puzzled for a few 
moments ... but it’s too good for 
the wastebasket. So, you have it! 


_|WHAT TO WRITE TO SOL- 
DIERS. Interviewers of the Army 
Service Forces asked thousands of 
men what they wanted most in let- 
ters from home. Here’s the answer: 


Family chit-chat, news of friends, 
home-town gossip, first of all. The 
boy wants to know how the family 
is doing financially, and that you’re 
all busy as beavers helping shorten 
the war on the home front. He 
wants to know what’s happening to 
his friends in the service; you know 
more about them than he does. Write 
about the girls he knows, and who’s 
marrying whom—but watch out if 
his own girl is going around with 
other men. In that case, don’t say 
anything. Write about the town’s 
night life, and what’s cooking at the 
places he used to like. How are 
the local teams making out? Have 
you any plans for the future after 
the war? He wants to know. 


Spare him your worries; he has 
plenty of his own. Don’t mutter 
about civilian hardships; his are 
worse. Be happy and newsy. Re- 
member, your letter might be read 
anywhere, under the most grueling 
of battle conditions. Check it over 
—is it fit to be read in a foxhole? 


If you’re smart, you’ll use V-mail 
for all overseas points. It’s much 
faster, and it will be delivered in 
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SUPERFINE QUALITY 


GIANT SIZE 





CLBUMS 


Made for U. S. Army Air Force 
This ALBUM will easily take full 
newspaper pages, giant photos, mon- 
tages of displays, letters and other 
evidence of WAR BOND drives, etc. 
26x26 inches: heavy black leather grain 
cover, reinforced corners: 100 b black loose-leaf 
pages, cloth-hinged for ve, en _— s 
adjustable ledger-type metal 

Weight 25 ibs. A SENSATIONAL’ UY! 
A $50.00 Value $ 1 §:00 .00 
While they last 


Junior Size Album, $ §.00 00 
Same quality, 954x10'/2............ 








.0.B. New York. 
Remittance assures prompt delivery 
SAMUEL L. UNGER 
3 East (4th St.. New York City J 











Vast 


_ clients. 





mse 
Mc GRAW-HILL 


DIRECT MAIL LIST SERVICE 








RESPONSIVE MAILING LISTS 


We know from experience it pays to maintain our 
lists on a 24 hour basis. 
experts, continually keep the names up-to-date and 
deliverable. 

Just as good lists pay us well, so do they pay our 
As one Sales Manager of a Mid-West man- 
ufacturer writes . . 
—darn good returns—that’s why we are repeating.” 
That tells the whole story — we'll furnish his name 
if you want it. 

Maybe you'll want to consider McGraw-Hill lists 
on your next mailing. A request will bring you the 
1944 counts, rates, etc., etc. 


McGraw-Hill Publishing Company, Inc. 


330 West 42nd Street 


A large staff, headed by 


. “The other mailing brought 


DIRECT MAIL DIVISION 


New York 18, N. Y. 
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spite of Hell or high water. If 
a mail-carrying ship is lost, your 
ordinary letter goes down with it. 
But V-mail is a photo of your orig- 
inal letter—so they just make an- 
other print from the negative and 
send the duplicate right out again. 


(From the always good “Curtis 
Courier” h.m. of Curtis 1000, Inc., 
Hartford, Connecticut. Edited by 
Tom Dreier.) 

© 


_|HOW GOVERNMENT IS CON- 
SERVING PAPER. To assure the 
most economical use of paper by 
Government agencies, the Budget 
Bureau has issued regulations gov- 
erning the use of paper which, it es- 
timates, will result in a saving of 
4,250 tons of paper annually, or 
about 2 per cent of total consump- 
tion by Government agencies. 


These are some of the Budget 
Bureau restrictions that are manda- 
tory on all Government agencies: 


1. Letterheads are permitted in 
only three sizes. The weight and 
quality of the paper is reduced. 
Names of officials or officers gen- 
erally may not be printed on 
letterheads, thus reducing ob- 
solescence previously caused by 
a change in officials requiring 
new letterheads. In printing only 
one color ink may be used on a 
given letterhead. 


2. The smallest size envelopes con- 
sistent with the material they 
are to contain are to be used; 
the use of the larger sizes of 
Kraft envelopes is curtailed. 


3. Standard office memorandum 
forms and messenger service en- 
velopes have been prescribed for 
use throughout the Government. 


In addition, the Budget Bureau 
made 22 recommendations to be fol- 
lowed by Government agencies wher- 
ever applicable. Those include the 
foliowing: 


1. Use the back of a letter being 
answered for the carbon copy 
of the reply. 


2. Reply on the bottom of incom- 
ing letters and memoranda when 
the reply is brief and no per- 
manent record is necessary. 


3. Use postal cards whenever prac- 
ticable in order to conserve en- 


velopes, letterheads, second 
sheets, carbon paper and typing 
time. 


4. Save the larger size incoming 
Kraft envelopes to be reused for 
inter-office correspondence en- 
velopes. 
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More About Paper 
Dear Henry: 


The “Reporter’s” efforts to conserve 
paper are certainly to be compli- 
mented. Assuredly paper is too im- 
portant to be wasted, but here is a 
suggestion for an even more important 
crusade—“Save all waste paper.” 


There are three common sources 
of paper making fibre, 1—wood, 2— 
waste paper, 3—rags. There just 
ain’t enough wood; rags are used only 
in the finest grades of ledger and let- 
terhead papers; waste paper is com- 
paratively plentiful, so we are letting 
people burn it. 


In 1942, the last complete report, 
there were 17,083,860 tons of paper 
manufactured in the U.S.A., of this 
1,716,780 tons were book and maga- 
zine, just about ten per cent; 1,032,- 
728 tons were “Fine” paper, in writ- 
ing, cover, text and other printers’ 
papers, about six and one-half per 
cent. 


All of your fight so far has been 
to use efficiently this sixteen and one- 
half per cent. That’s grand, but let’s 
use it and then save it and re-use 
it and also save and re-use the other 
eighty-three and one-half per cent 
which is composed of newsprint, wrap- 
ping papers and bags, paper box boards 
and cartons, etc. Every ounce of this 
can be reconverted and put back into 
service. 


The expense of collection precludes 
the possibility of selling waste paper 
in small quantities but every com- 
munity has or should have some or- 
ganized effort to make such a collec- 
tion. Every state has a salvage com- 
mittee which would help set up such 
an organization even in the smaliest 
communities. 


Printers and advertising men should 
accept the responsibility of educating 
everybody to save all waste paper 
and you are the one to tell them so. 


Very truly yours, 


W. Harrington Walker 

Sales Promotion Department 
Central Ohio Paper Company 
Columbus 16, Ohio 


Reporter’s Note: We’ll keep on 
telling them. Perhaps we should 
have a new slogan with a 
Selfish twist, such as “The more 
old paper you save, the more new 
paper you'll get.” Or something. 
For best account of a perfect com- 
munity salvage program, see Re- 
porter for December, page 14. 
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SPOILING THE APPEAL 


We don’t have the heart to re- 
veal the name of the company in 
Chicago, which on February 8th 
mailed a very excellent multi- 
graphed filled-in ietter to a list of 
manufacturers. The letter was good. 
The intentions were excellent. What 
do you think went wrong? Here is 
the letter. 


Gentlemen: 


W. P. B. says paper is our No. 1 
critical material. Everyone agrees 
that it is absolutely essential to the 
successful prosecution of the war. 


So won’t you please take the time, 
which is so hard to spare these days, 
to see if perhaps there is a “cardboard 
skeleton in your closet”. No quantity 
is too small to be of help. Check your 
inventories to determine what materi- 
al you can contribute and then, if you 
haven’t the facilities to dispose of it, 
just call your local salvage committee 
or W. P. B., which in many cases is 
one and the same, and they will ar- 
range to pick up your contribution. 
They will even pay you for it. 


Please don’t put off this most im- 
portant task. Let’s all cooperate with 
our “uncle” and make this drive an 
overwhelming success. 


We take this opportunity to thank 
you sincerely for your cooperation in 
helping to hasten Victory. 


Very truly yours, 
(Company and personal signature.) 


P.S. We will deeply appreciate re- 
ceiving the information request- 
ed on the enclosed return post 
card. Just drop it in the mail, 
no postage necessary. 


Enclosed with the letter was a 
return card, a blotter and a large 
reprint of a display advertisement 
on the same subject. 


What went wrong with this mail- 
ing? 


One manufacturer in New York 
City received FIVE identical pieces 
of this appeal in one day’s mail. 
Four extra duplicates on the mail- 
ing list. Can you imagine the reac- 
tion? 


With business and the general 
public increasingly sensitive to the 
necessity for paper conservation, it 
is more important than ever before 
to have your mailing list right. You 
must eliminate the dead wood. You 
must avoid duplications. You must 
avoid any and every indication that 
you are being extravagant or waste- 
ful. 


The Reporter would like to hear 
from readers who are making some 
unusual effort to correct and im- 
prove their mailing list. Write and 
tell us about it, so that we can pass 
the news along. 


_| CONGRATULATIONS to the Na- 
tional Publicity Council, 130 East 
22nd Street, New York 10, N. Y., 
for its special feature issue of 
CHANNELS (official publication) 
devoted entirely to wartime print- 
ing, duplicating and paper problems. 
Subject matter is directed, natu- 
rally, toward social service or wel- 
fare publicity workers .. . but the 
ideas could be adapted in many oth- 
er direct mailing activities. It’s filled 
with ingenious suggestions for do- 
ing an effective job despite wartime 
shortages and restrictions. The sin- 
gle copy price is 75¢. And worth it. 





LIKE Sterling. on ON SILVER 


> INDICATES QUALITY ENVELOPES ~ 


TENSION ENVELOPE CORPORATION 


345 HUDSON ST.— CANAL 


6-1670 — 





NEW YORK 14, N. Y. 


OTHER FACTORIES IN ST. LOUIS, MINNEAPOLIS, DES MOINES, KANSAS CITY 
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ERNATIONAL COOPERATION 





Red Cross Serves Good Cheer in New Guinea 


‘he American Red to bind nation to nation in a practical 
Cross, modern miracle _ peace, the work of the Red Cross gleams 
of mercy and good like a thread of pure gold. Beyond all 
cheer, goes every- other organizations in the world, the Red 
where—giving mighty Cross stands for unselfish International 
help to the Yanks and ~— Cooperation. 

their Allies. It’s a long way from a blood 


* GIVE TO THE RED CROSS ¥ 
center at home to a battle front in the 


jungles of New Guinea. But these and a GZ, (, en ty, ad 
million more activities are all in the daily Fh ALLL OVe 
work of compassion that is the Red Cross. ES PAPER COMPANY 


In the fabric of cooperation being woven - 220 E. 42nd ST., NEW YORK, N. Y. 


PAPERS FOR PRINTING AND CONVERTING 
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